which is down from 22,183,535 in 2001 to 13,625,122 in 2005 , down about 38 percent. Data on foreign tourist arrivals in DKI Jakarta according to BPS (2006: p. 453 ) when compared to the number of Indonesian tourists, the number of DKI tourists is very significant with a percentage of 21-30 percent.
Factors that influence regional income receipts from the tourism industry sector, both from domestic and foreign tourists, will be related to the amount of government budget spent to fund tourism facilities and infrastructure, the size of the budget for promotion both domestically and abroad, besides that influenced by the number of visits made by tourists including the length of stay, the influence of attraction of tourist attractions both in terms of numbers and the advantages of the products offered (tour packages), facilities to reach tourist attractions such as transportation facilities (land, sea, river and air), accommodation in tourist destination locations (hotels, restaurants, souvenir sale places etc.), information provided (catalogs, print media, electronic media and others), other supporting institutions such as bureaus travel, passport services and others.
Regional revenue from the tourism sector directly impacts the availability of activities and small and medium micro business units around the tourism service process to tourism destinations so that this increase in activity can develop Micro, Small and Medium Enterprises (MSMEs) and have the opportunity to increase employment. The number of poor people in Indonesia in 2007 (BPS) reached 37.17 million (16.58%) with unemployment estimated to reach 10 million workers and partly unemployment in DKI Jakarta ranging from 200,000 with employment opportunities of around 15,000 in 2005. Tourism activities also have a significant influence on the activities of other businesses such as hotels, restaurants, other entertainment facilities, transportation companies, travel agencies, gift shops, and other types and business activities. It is estimated that the impact of business activities in addition to increasing regional revenues DKI Jakarta also increases Micro, Small and Medium Enterprises (MSMEs) and employment which have a direct impact on increasing tourism competitiveness in the Special Capital Region (DKI) of Jakarta.
II. Review of Literature 2.1 Development Theory
In general, economic development is defined as a series of efforts in an economy to develop its economic activities so that more infrastructure is available, more and more companies are growing, the education level is getting higher and technology is increasing. As an implication of this development, it is expected that employment opportunities will increase, income levels increase, and community prosperity will be increasingly high (Sadono Sukirno, 2006: p. 3) .
According to the strict academic understanding of economics in Todaro (2000, p. 17) translated by Haris Munandar, the term development (development) has traditionally been interpreted as the capacity of a national economy whose initial economic conditions are more or less static in a sufficient period of time long time to create and maintain an annual increase in gross national income or Gross National Product.
According to Meiyer and Baldwin in Suryana (2000, p. 3): Economics development is a process of the economy of real national income increasing on a long period of time. And if the rate of development is great than the rate of population growth, then per capita real income increase Economic development is defined as a process that causes per capita income of a population to increase in the long run. From this definition it contains three elements: (1) economic development as a process means continuous change in which it contains its own elements of strength for new investments; (2) efforts to increase per capita income; (3) the increase in per capita income must take place in the long term.
Tourism
Tourism according to McIntosh and Shashikant Gupta in Nyoman S. Pendit (2006, p. 34 ) a combination and symptoms and relationships that arise and interactions of tourists, business, host governments and host communities in the process of attracting and serving tourists and other visitors .
Tourism according to Lumsdon (1997) is a managerial process that anticipates and satisfies the desires of existing and more prospective visitors and suppliers or competitors' destinations. Management changes are driven by profits and benefits for the community or both; whichever path is taken, long-term success depends on the interaction between the customer and the supplier. This also means saving the needs of the environment and society and is at the core of customer satisfaction. These things can no longer be considered as something separate from each other. Seaton and Benett (1996) identified 5 (five) important characteristics of tourism marketing, namely:
1) A consumer-oriented philosophy 2) Analytical procedures and criteria 3) Data collection techniques 4) Organizational structure 5) Regional strategic decisions and planning functions. According to Wahab (2003: p. 9) tourism is an important factor to mobilize the unity of the nation and its people who have different regions, dialects, customs and diverse tastes as well.
Tourists according to Hunziker and Krapft in Nyoman S. Pendit (2006, p. 35 ) a number of relationships and symptoms that result from the stay of foreigners, provided that their stay does not cause temporary residence and efforts or permanent as a business looking for full employment.
Travelers according to J. Christopher Holloway in Nyoman S. Pendit (2006, p. 33) are someone who travels to see something else and then complains if he pays something that is not appropriate.
International tourism is very useful as a means to increase international understanding and as a tranquilizing tool in political tensions because if people from various countries meet and pay attention to their household life patterns (at least this is what happens), then surely they will mutual understanding better.
Competitiveness of the Tourism Sector
According to Porter (1994: 1) , competition is the essence of success or failure. Competition determines the accuracy of organizational activities that can support performance such as innovation, cohesive culture or good implementation. A competitive strategy is the search for competitive positions that are profitable within an industry, the fundamental arena in which competition occurs. Competitive strategies aim to establish a position that is profitable and can be defended against the forces that determine industrial competition.
The definition of competitiveness at the national level is the degree to which the country, in free and fair market conditions, can produce goods and services that meet international market testing while simultaneously increasing the real income of its citizens. Competitiveness at the national level is based on superior productivity performance. (Report of the President's Competitiveness Commission, written for the Reagan administration in 1984 in Dong-Sung Cho and Hwy-Chang Moon, 2003; 246) According to Porter (1994; 4) , in any industry, both domestically and internationally or producing products or services, competition rules include within 5 (five) competing forces, namely:
a. The entry of new competitors. b. Threats of substitute products (substitution). c. Power of bargaining (bargaining) of buyers. d. Power of supplier bidding. e. Competition among existing competitors.
III. Research Method
Variables in the study consists of security stability variables and macroeconomic policies, tourism policies and budgets, tourism development strategies, strategies for supporting facilities and infrastructure development, length of stay improvement programs for foreign tourist visits, increased tourist visits to the archipelago, tourism sector MSMEs development, creation Tourism Employment, and Regional Revenue Increase from the Tourism Sector
The object of research is tourism businesses and MSMEs that carry out tourism sector activities in DKI Jakarta. Whereas the subjects in this study were leaders / managers, and MSMEs entrepreneurs, as well as other related parties.
IV. Discussion
Promotional activities carried out by the Tourism Office in 2008 have been carried out a lot, both in the form of participation in international level tourism exhibitions and national level Budapest International Research and Critics Institute-Journal (BIRCI-Journal) Volume 2, No 2, May 2019 , Page: 392-408 e-ISSN: 2615 -3076(Online), p-ISSN: 2615 -1715 www. 
Media and Communication
To support Jakarta tourism promotion activities both domestically and abroad, advertising activities have been carried out in print and foreign media, making Jakarta souvenirs and printing promotional materials both at home and abroad, but at the time of data collection, communication media activities have not done.
International Relations
International Relations Activities The Jakarta tourism office includes active participation in several meeting events with members of international tourism both at regional and regional levels, including: 
Expected Impact
The tourism development of DKI Jakarta province refers to the strategic plan of the DKI Jakarta province as stipulated in the DKI Jakarta Provincial Regulation Number 10 of 2002 Budapest International Research and Critics Institute-Journal (BIRCI-Journal) Volume 2, No 2, May 2019 , Page: 392-408 e-ISSN: 2615 -3076(Online), p-ISSN: 2615 -1715 www. concerning the Strategic Plan (Renstra) of the DKI Jakarta Province. Based on the regulation, the activities of all tourism units in the DKI Jakarta Provincial Tourism Office were prepared, both in the form of a one-year program such as the 2008 work program and a five-year strategic plan. The plan is contained in three main programs, namely; Tourism Product Development, Tourism Market Development, and Tourism Facilities and Services Development. Plus, it must be adjusted to each Tourism Office work program that refers to the Regional Medium Term Development Plan (RPJMD), in order to further optimize the performance targets of all activities.
In general, the implementation of many tourism program activities experienced problems, especially in terms of disbursement of funds due to delays in the new APBD which was ratified in April 2008, but until June 2008 it was still undergoing changes and awaiting approval from the legislature. This has resulted in the resignation of the schedule for holding several tourism events in Jakarta, which was held by the Jakarta Tourism Office.
The expected impact of the results and analysis of the preparation of the Jakarta tourism data for 2008, can be used as a reference in making tourism development policies in Jakarta both related to the readiness of tourism products, promotion and communication strategies, and guidance to the tourism industry. Of the overall data, the most concerning is data on tourism products in the Thousand Islands which have ups and downs, and impact on the closure of the tourism industry, if this is allowed then gradually the tourism business in the Thousand Islands will be difficult to become a mainstay of Jakarta tourism as a natural tourism product which is the pride of Jakarta.
Average Length of Stay of Tourists in Jakarta
The following data are presented on the average length of stay of foreign tourists in Jakarta based on surveys of expenditure and satisfaction of foreign guests conducted by the Jakarta Central Bureau of Statistics in 2006, as in table 4 below: 
Average Expenditures of Foreign Travelers in Jakarta
Based on data from the 2008 Department of Culture's Passenger Exit Survey, it can be described the data on the average expenditure of foreign tourists per visit according to the country of residence and exit as follows: From table 5. the following is illustrated the ranking of the average expenditure of foreign tourists according to the country of residence from the Soekarno-Hatta exit, data shows that the countries of Spain and Portugal are ranked number 1 followed by Mexico and Russia. This means that the foreign tourist market that has not been cultivated so far turns out to have large spending power compared to tourists from ASEAN and East Asia. Foreign tourists from Bangladesh who received less attention as the target market actually ranked 8th where other Asian countries actually did not become the biggest expenditure contributor.
In addition, countries such as Finland, South America and Mexico that have not become the target market for Jakarta, need to be analyzed further the opportunity as a potential tourism market for Jakarta. For countries in the Middle East, Saudi Arabia sits in the top 10 while other Arab countries may still be difficult in calculating visits because the numbers are still low. Budapest International Research and Critics Institute-Journal (BIRCI-Journal) Volume 2, No 2, May 2019 , Page: 392-408 e-ISSN: 2615 -3076(Online), p-ISSN: 2615 -1715 www. As for the average expenditure of foreign tourists per day according to the country of residence and exit, foreign tourists from Bangladesh (1) with expenditures per day of 273.17 USD, Switzerland (2) with an average of 159.05 as shown in the table below: Budapest International Research and Critics Institute-Journal (BIRCI-Journal) Volume 2, No 2, May 2019 , Page: 392-408 e-ISSN: 2615 -3076(Online), p-ISSN: 2615 -1715 www. From the table above, it can be seen that most tourists who have the highest average daily expenditure are not the main target market for tourists for Jakarta. Therefore, it is necessary to consider the country of origin of tourists who have high spending power and what efforts can be made to extend the length of stay they live in Jakarta, so that foreign exchange earnings increase. Tourists from Bangladesh and Sri Lanka have not even been considered potential tourist markets for Jakarta. Foreign tourists from Switzerland, Russia, Spain and Portugal who are not targeted as markets need to be directed and used as new markets in the European region because of their high purchasing power. As for the tourist market in the ASEAN region, Singaporeans have often become the target market and especially for Singapore tourists who spend the weekend in Jakarta, which is interesting that foreign tourists from Thailand are ranked fourth, this means that geographical proximity to Jakarta and tourism product development efforts different cities than those offered by Bangkok, Jakarta will be a pleasant place for Thais.
Based on the results of the 2007 Passenger Exit Survey, Ministry of Culture and Tourism, the average length of stay of foreign tourists per visit according to the country of residence of the Soekarno-Hatta exit, has an average length of stay of 8.09 days (data as attached). Foreign tourists from South Africa have a stay of 15.38 days and the least length of stay is foreign tourists from Pakistan with a length of stay of 4.33 days. From the average length of stay of foreign tourists 8.09 days, those who live purely in the DKI Jakarta Province are with an average proportion of 5.11 days.
While the average expenditure of foreign tourists per day according to the country of residence and exit in 2007, are as follows: 
Average Length of Stay for Tourists at a Starry Hotel in Jakarta
In this section, data will be drawn on the average length of stay of foreign tourists in starrated hotels in Jakarta, as input for reviewing the position of product supply in Jakarta, especially from accommodation and the comparison with the number of available rooms. So that later it will be known whether the accommodation facilities in Jakarta are over supply or require more rooms to receive foreign tourist visits.
The highest occupancy rate for foreign tourist rooms in 2008 was in August (56.96%) and April (56.41%). What needs to be paid attention to is that April and August are not the peak season for Jakarta, this is probably because in those months many exhibitions, meeting activities / MICE for business travelers were held, along with data on room occupancy rates for 2006-2008 : The average length of stay of foreign tourists in star-rated hotels in Jakarta from 2005 to 2008 on average has increased from an average of less than two days to more than two days. changes in length of stay of foreign tourists for 2008 occurred in February and July 2008, compared to 2007 the average length of stay of tourists experienced a peak in May and September, this indicates a shift in the time or holiday season of tourists to Jakarta.
For 2008, in February and September many international events such as International Java Jazz festivals and international golf tournaments were held in addition to the many exhibitions and MICE events held in those months. Conversely, if viewed from the average occupancy rate of rooms by foreign tourists, the highest room occupancy rate in 2008 was in August (56.96%) and April (56.41%) even though these months were not the peak season for Jakarta. So it is necessary to do further analysis on the changing trend of foreign tourists to Jakarta in order to anticipate and support the promotion and sales of tour packages in Jakarta.
Furthermore, the following will describe the length of stay of foreign tourists in Jakarta according to their main occupation, which was obtained from the Guest Satisfaction and Expenditure survey of the DKI Jakarta Provincial Statistics Agency, and will later be used to calculate foreign exchange earned in the following table: From the table above, the compiler tries to calculate the foreign exchange generated from the arrival of foreign tourists to Jakarta using the data above, as illustrated in the following 
